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PERENCANAAN DIGITAL CAMPAIGN DALAM 

MENCIPTAKAN BRAND AWARENESS HARMONI 

EXCHANGE SEBAGAI LIFESTYLE HUB JAKARTA 
Reyhan Andhika 

ABSTRAK 

 

Perubahan gaya hidup urban dan perkembangan digital mendorong pusat 

perbelanjaan di Jakarta berkembang menjadi ruang multifungsi yang 

mendukung aktivitas sosial dan produktivitas. Konsep lifestyle hub muncul 

sebagai bentuk adaptasi terhadap kebutuhan masyarakat perkotaan. Harmoni 

Exchange (HXC) merupakan lifestyle hub di Jakarta Pusat yang 

mengintegrasikan area kuliner, ruang kerja, hiburan, dan relaksasi, namun 

masih menghadapi tantangan dalam membangun brand awareness di tengah 

persaingan pusat perbelanjaan. 

 

Perancangan ini bertujuan meningkatkan brand awareness Harmoni 

Exchange melalui digital campaign berbasis media sosial Instagram. Proses 

perancangan dilakukan melalui observasi, studi literatur, dan perancangan 

konten digital yang menonjolkan pengalaman ruang serta aktivitas gaya hidup 

urban. Perancangan konten visual yang konsisten dan berbasis pengalaman 

mampu meningkatkan keterlibatan audiens serta membangun persepsi 

Harmoni Exchange sebagai lifestyle hub yang relevan bagi masyarakat urban. 

 

Kata kunci: Digital campaign, Brand Awareness, Lifestyle hub, gaya hidup 

urban 



ix  

 

Digital Campaign Planning in Creating Brand Awareness of 

Harmoni Exchange as a Jakarta Lifestyle Hub 

Reyhan Andhika 

 

 

ABSTRACT 

 

Urban lifestyle changes and digital development have transformed shopping 

centers in Jakarta into multifunctional spaces. The lifestyle hub concept 

emerges to accommodate social and productive urban activities. Harmoni 

Exchange (HXC) is a lifestyle hub in Central Jakarta that integrates dining, 

working, leisure, and relaxation facilities, yet faces challenges in building 

brand awareness amid intense competition. 

 

This project aims to increase brand awareness of Harmoni Exchange through 

an Instagram based digital campaign. The design process involves 

observation, literature review, and digital content planning that highlights 

spatial experience and urban lifestyle activities. Consistent, experience-based 

visual content enhances audience engagement and shapes the perception of 

Harmoni Exchange as a relevant lifestyle hub for urban communities. 

 

Keywords: Digital Campaign, Brand Awareness, Lifestyle hub, urban 

lifestyle 
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